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ABSTRACT 
Environmental issues influence all human activities while the problems of industrial pollution are 
enormous.  Present-day environmentalist tends to focus on a philosophy of sustainability aiming at 
combining ecological and economic concerns that is having significant economic concerns and impacts on 
key organizational processes.  Green marketing seeks to satisfy the needs and wants of individual 
consumers while simultaneously seeking to improve environmental quality of life for the society as a 
whole.  The main objective of this study is to establish the roles of government and private organizations in 
environmental sustainability in Nigeria. A survey research design was employed for this study.  One 
hundred and twenty (120) individuals were selected randomly from top and senior managers of 
manufacturing companies in two locations in Ibadan metropolis: Oluyole Industrial Estate and New Ife 
Road Industrial Area.  This comprises 80 respondents from Oluyole and 40 respondents from New Ife Road 
Industrial areas. The major instrument used was questionnaire.  The questionnaire was designed with a 
four-point Likert rating scale showing the responses and their points as: strongly agree, agree, disagree and 
strongly disagree. The questionnaire was administered to all the key management personnel of the 
companies.    The results of this study have confirmed to some extent that industrial activities affect the 
environment.  The result confirmed that adequate attention is given to industrial pollution at various 
business organizations while government gives inadequate attention to industrial pollution. All respondents 
confirmed that relationship exists between green marketing and industrial pollution in Nigeria. 
 
Introduction 
Nowadays, the concept of “green marketing” is becoming more and more popular.  Although, it has not 
taken its firm root in Nigeria but it began in Europe in the early 1980s when specific products were 
identified as being harmful to the earth’s atmosphere.  Terms like phosphate free, recyclable, refillable, 
ozone friendly and environmentally friendly are some of the things consumers most often associate with 
green marketing.  While these terms are green marketing claims in general, green marketing is a much 
broader concept that can be applied to consumer goods, industrial goods and even services.  Thus, green 
marketing incorporates a broad range of activities, including product modification, changes to the 
production process, packaging changes, as well as modifying advertising. 
The evolution of the green challenge has brought about a change in the relationship between marketing and 
the physical environment.  Traditional marketing attempts to identify and meet latent, current, or future 
consumer needs by manipulating the marketing mix – product, price, place, promotion, people, physical 
evidence and procedure/process.  These objectives have been historically been identified with efforts to 
increase consumption of material goods and services, practices not particularly compatible with the notion 
of a sustainable society.   
Industrial pollution is pollution which is directly linked with industry, in contrast to other pollution sources.  
This form of pollution is one of the leading causes of pollution worldwide, for example, in Nigeria, the 
industrial pollution control law termed “National Effluent Limitation Regulation” and “Pollution 
Abatement and Facilities Generating Wastes Regulation was enacted in August 1991 and came into 
operation in 1995. 
Environmentalists have criticized various aspects of the consumption culture, particularly its wasteful and 
pollutive production and disposal processes.  Green marketing can accommodate these concerns in a way 
that remains attractive to consumers by addressing the environmental and consumer advantages inherent in 
the product.  Companies are becoming more environmentally responsible as part of an overall commitment 
to Total Quality Management or sustainable development.  Sustainable development involves meeting the 
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needs of the present consumers without compromising the ability of future generations to meet their own 
needs. 
The discovery of a major toxic waste dump at Koko, a small port town in the Bendel State in 1987 now in 
Delta State led to the establishment of the Federal Environmental Protection Agency (FEPA) in 1998.  In 
1992, the Agency’s mandate was expanded by law to cover conservation of natural resources and 
biological diversity.  These represented the efforts made by successive administrations to ameliorate 
environmental problems in the country.  The Obasanjo administration instituted on 29 May, 1999 created 
for the first time in the history of the country, a Ministry of Environment in June 1999.  Naturally, FEPA 
was absorbed and its functions taken over by the new Ministry.  The primary mandate of the Ministry is to 
protect and improve water, air, land, forest and wildlife of Nigeria as mandated by section 20 of the 
National Constitution.  The Ministry is also to ensure the sustainable utilization of the environment and its 
resources by evolving tools for poverty alleviation, ensuring food security, foreign policy and international 
development and good governance. 
Although, global issues such as climatic change and ozone depletion dominate the headlines, the green 
agenda contains a vast array of issues, each of which creates marketing opportunities and threats for 
different businesses.  So, why concern over the thinning ozone layer has posed a major threat to some 
manufacturers, the ensuing warnings about the increased risk of skin cancer has provided a grim 
opportunity for the manufacturers of skin-care products.  The most immediate issues for marketers are 
typically internal ones relating to the product and the company itself, and externally to customers.  Beyond 
this, the analysis of the environment broadens out externally through different, but interwoven, levels of 
environment.  Each level has important implications for marketing but dealing with each level are more 
difficult strategic challenge due to increasing breadth and complexity and their proximity to the company 
itself. 
The pursuit of sustainability is the underlying principle of green marketing, and a company can justifiably 
claim green credentials if it is demonstrably and consistently moving towards sustainability.  Achieving 
sustainability is not a pre-requisite for a valid claim to be green, just as one hundred percent customer 
satisfaction is not a pre-requisite to claim a marketing orientation.   
The objective of this paper is to identify forms of industrial pollution and identify the roles of government 
agencies and private organizations in environmental sustainability in Nigeria.  
Theoretical Framework 
Prothero (1990) define green marketing as “the holistic management process responsible for identifying, 
anticipating and satisfying the needs of customers and society, in a profitable and sustainable way.” Peattie 
and Charter (2000) in their one-chapter contribution opined that “green marketing’s key concepts of 
sustainability and holism are both apparently simple, but can be extremely difficult to translate into action.  
White (2010) recalls the definition offered by the American Marketing Association (AMA) in three ways: 
retail, social and environments definitions. The retail definition defines green marketing as the marketing of 
products that are presumed to be environmentally safe.  The social marketing definition on the other hand is 
the development and marketing of products designed to minimize negative effects on the physical 
environment to improve its quality.  The environments definition defines green marketing as the efforts by 
organizations to produce, promote, package and reclaim products in a manner that is sensitive or responsive 
to ecological concerns.   
Ward (2011) defines green marketing as “the process of selling products and or services based on their 
environmental benefits.”  Kotler (2001) sees green marketing and industrial pollution control as the engine 
that regulates the marketing activities with the perception of consumer in relationship to need satisfaction. 
Mintu and Lozada (1995) define green marketing as “the application of marketing tools to facilitate 
exchanges that satisfy original and individual goals in such a way that the preservation, protection and 
conservation of the physical environmental is upheld.”  Coddington (1993) defines green marketing as 
“marketing activities that recognize environmental stewardship as a business development responsibility 
and business growth responsibility.”  
All the definitions enlarge the traditional objective of business to maximize profits by including some 
notion of maintaining integrity of the natural environment.   
What constitutes a green product?   
What constitutes a green product is relatively difficult to answer and not a simple one.  Would it be the one 
that has achieved sustainability or a product that is better than its competitors?  Or is it the one that is less 
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harmful or the one produced by a company with an accredited environmental management system?  There 
has not been a widespread agreement on what exactly makes a product green.  Some general guidelines 
include that a green product: 
• Does not present a health hazard to people or animals; 
• Is relatively efficient in its use of resources during manufacture, use and disposal; 
• Does not incorporate materials derived from endangered species or threatened environments; 
• Does not contribute to excessive waste in its use or packaging; and 
• Does not rely on unnecessary use of or cruelty to animals. 
Such polarized distinctions are inappropriate for a performance continuum, and the reality of eco-
performance as reflected in Charter’s (1992) concept of greener rather than green marketing.  For the 
marketing strategist, it is vital to understand the potential impact of the green agenda on the business and its 
customers and also the strength and weaknesses of the company’s economic performance.  The concept of 
green marketing was developed in 1980 and early 1990s to reinforce the existing societal marketing 
concept. The concept is aimed at addressing the roles expected of a marketing organization to carry out its 
marketing activity that ensure the safety of the consumer.  The difference between green marketing concept 
and societal marketing concept lie in: 
• An emphasis on the physical sustainability of the marketing process as well as its social 
acceptability. 
• A more holistic and interdependent view of the relationship between the economy, society and the 
environment. 
• A treatment of the environment as something with intrinsic value over and above its usefulness to 
society. 
• A focus on global concerns, rather than those of particular societies. 
 
 
Literature Review 
Industrial pollution is a pollution which can be directly linked with the industry. Industrial pollution is a 
serious problem for the entire planet especially in nations which are rapidly becoming industrializing like 
China, Japan and other developing countries like Nigeria.   
Kotler (2001) sees green marketing and industrial pollution control as the engine that regulates the 
marketing activities with the perception consumer has in relationship to need satisfaction.  He opines that 
the derived utility or satisfaction from products means less if the environment is not safe from pollution and 
the marketing of products that is not environmentally safe.   
According to the National Implementation of Agenda 21 on the Review of Progress made since the United 
Nations Conferences on Environmental and Development, 1992,          “Nigeria for instance has about 
5,000 registered industrial facilities and some 10,000 small scale industries operating illegally within 
residential premises. In places like Kano, Kaduna, Ibadan and Lagos, coloured, hot and heavy metal-laden 
effluents especially from the textile, brewery and paints industries are discharged directly into open drains 
and water chemicals, constituting direct dangers to water users.  Stack fumes have industries emit 
nauseating gases and particulars with grave respiratory and cardiac ailment consequences”. 
Municipal solid waste heaps dot several parts of our major cities blocking motor roads, alleys and 
pavements.  These are particularly serious in Lagos, Ibadan, Enugu, Kaduna, Aba, Port Harcourt and 
Owerri and Warri.  These unsightly dump sites are characterized by: 
• Various non bio-degradable household petrochemical products sush as polythene bags, plastic 
containers Styrofoam packages and tyres, 
• Crankcase oils discharged by mechanical workshops, industries power stations and commercial 
houses are discharged carelessly into drains and surface waters, thereby contaminating surface 
and underground waters,  
• The siting of public buildings and residential quarters on flood-prone areas as well as unsettled 
and improperly reclaimed dump sites. 
According to UNDP (2001), only fifty seven percent of Nigerians have access to improved water sources, 
which includes household connections, public standpipes, and boreholes with hand pumps, protected dug 
wells, protected springs and rainwater collection.  According to UNEP (1993: 17-18), pollutants arise from 
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the dirt and grease that is removed from raw natural fibres, as well as from process chemicals and dyestuffs 
that are lost during operations. 
There are various forms of industrial pollution, but the most common ones are: 
• Air Pollution 
• Water Pollution 
• Soil (Chemical) Pollution. 
• Other Common Effects  
Air Pollution 
Air pollution is defined “as that form of industrial pollution activity that is depleted into the air that can 
result into air pollutant which is harmful to human existence.” Industrial pollution is one of the major 
causes of air pollution. The emissions from various industries contain large amounts of gases such as 
carbon dioxide, sulphur and nitrogen, among others. These gases, when present in elevated levels in the 
atmosphere, often result in various environmental and health hazards such as acid rain, and various skin 
disorders in individuals.  It is the introduction of particle matters, chemical into the atmosphere through the 
activity of the industries which are dangerous to human health. (http://www.ehow.com/about 5155119 
effect-industrial-pollution.html) 
Water Pollution  
Pollution emitted from the industries is also one of the major factors contributing towards water pollution.  
Dumping of various industrial waste products into water sources, and improper contamination of industrial 
wastes, often result in polluting the water. Such water pollution disturbs the balance of the ecosystem 
inside, resulting in the death of various animal and plant species present in the water.  
Soil Pollution 
Soil pollution is defined as a phenomenon in which the soil loses its structure and fertility due to various 
natural and artificial reasons. Dumping of industrial wastes is one of the prime factors contributing towards 
soil pollution.  Industrial wastes contain large amounts of various chemicals which get accumulated on the 
top layer of the soil, resulting in loss of fertility of the soil. Such loss of fertility ultimately results in 
changes in the ecological balances of the environment due to reduction in plant growth.  
Other Common Effects 
Other form of industrial pollution includes damaging of buildings and structures, increasing the risk of 
various occupational hazards such as asbestosis, pneumoconiosis among others. 
Justification of the Study 
This paper will give wider knowledge of how to understand and design products that are presumed to be 
environmentally safe and give guidelines to manufacturers on green products.  
Methodology 
A survey research design was employed for this study.  One hundred and twenty (120) individuals were 
selected randomly from top and senior managers of manufacturing companies in two locations in Ibadan 
metropolis: Oluyole Industrial Estate and New Ife Road Industrial Area.  This comprises 80 respondents 
from Oluyole and 40 respondents from New Ife Road Industrial areas. The major instrument used was 
questionnaire.  The questionnaire was designed with a four-point Likert rating scale showing the responses 
and their points as: strongly agree, agree, disagree and strongly disagree.  The questionnaire was 
administered to all the key management personnel of the companies.   
Table 1: Result of One-way ANOVA for Questions 1 to 7. 
 Sum of 
squares 
df Mean  square F Sig 
Q1 Between Groups 
Within Groups 
Total 
11.267 
62.600 
73.867 
1 
118 
119 
11.267 
     .531 
21.237 .000 
Q2 Between Groups 
Within Groups 
Total 
    .417 
16.250 
16.667 
1 
118 
119 
     .417 
     .138 
3.026 .085 
Q3 Between Groups      .938 1      .938 9.077 .003 
 VENUE: FRANCIS IDIBIYE HALL, FEDERAL UNIVERSITY OF TECHNOLOGY, AKURE, ONDO 
STATE, NIGERIA 
8TH – 9TH, OCTOBER, 2013 
  Knowledge for Global Development  
145 
 
Within Groups 
Total 
12.188 
13.125 
118 
119 
     .103 
Q4 Between Groups 
Within Groups 
Total 
     .417 
16.250 
16.667 
1 
118 
119 
     .417 
     .138 
3.026 .085 
Q5 Between Groups 
Within Groups 
Total 
     .417 
68.750 
69.167 
1 
118 
119 
     .417 
     .583 
.715 .399 
Q6 Between Groups 
Within Groups 
Total 
1.667 
7.500 
9.167 
1 
118 
119 
1.667 
   .064 
26.222 .000 
Q7 Between Groups 
Within Groups 
Total 
1.350 
9.450 
10.800 
1 
118 
119 
1.350 
   .080 
16.857 .000 
Source: Author’s Computation 
Table 1 was obtained through the one way ANOVA with the means as (ms= 11.267; 0.417; 0.938; 0.417; 
1.667 and 1.350) for the treatment comparison between groups and within the groups.  The results 
supported the findings in table 2 that indicated significant differences in the respondent’s opinion in the 
seven questions.  Questions 1, 3, 6, and 7 have significant level of P<0.05.  These show that there are 
significant differences in the respondent’s opinion from Oluyole Industrial Estate and New Ife Road 
Industrial Area.  Questions 2, 4, and 5 have significant differences of P>0.05 as indicated in the table which 
shows that they were not significant. 
Table 2:  Frequencies of Field Responses 
Table 2.1: Q1 – Industrial activities of my organization affects the environment. 
 Frequency Percent Valid Percent Cumulative Percent 
Valid       Strongly Disagree 6 4.0 5.0 5.0 
               Disagree 4 2.7 3.3 8.3 
               Agree 30 20.0 25.0 33.3 
               Strongly Agree 80 53.3 66.7 100.0 
               Total 120 80.0 100.0  
Missing   System 30 20.0   
               Total 150 100.0   
Source: Author’s field survey 2010 
From the table, it shows that 8.3% disagreed while 91.7% agreed that the activities of their organizations 
affect the environment. 
Table 2.2: Q2 – Industrial pollution has impact on organization. 
 Frequency Percent Valid Percent Cumulative Percent 
 Valid      Agree    20 13.3 16.7 33.3 
               Strongly Agree       100 66.7 66.7 100.0 
               Total 120 80.0 100.0  
Missing   System    30 20.0   
               Total 150 100.0   
Source: Author’s field survey 2010 
The table above shows that all the respondents agreed that industrial pollution has impact on organization.  
This is 100%. 
Table 2.3: Q3 – Adequate attention is given to industrial pollution on monthly basis. 
 Frequency Percent Valid Percent Cumulative Percent 
  Valid     Agree 15 10.0 12.5 12.5 
               Strongly Agree       105 70.0 87.5 100.0 
               Total 120 80.0 100.0  
Missing   System 30 20.0   
               Total 150 100.0   
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Source: Author’s field survey 2010 
The table shows that all respondents agreed that adequate attention is given to industrial pollution on 
monthly basis. This is 100%. 
Table 2.4: Q4 - Adequate attention is given to industrial pollution in my organization. 
 Frequency Percent Valid Percent Cumulative Percent 
  Valid     Agree 20 13.3 16.7 16.7 
               Strongly Agree       100 66.7 83.3 100.0 
               Total 120 80.0 100.0  
Missing   System 30 20.0   
               Total 150 100.0   
Source: Author’s field survey 2010 
The table shows that all the respondents agreed that they give adequate attention to industrial pollution in 
their organizations.  This is 100%. 
Table 2.5: Q5 – Adequate attention is given to industrial pollution by the government. 
 Frequency Percent Valid Percent Cumulative Percent 
Valid       Disagree 20 13.3. 16.7             16.7 
               Agree 10 6.7   8.3 25.0 
               Strongly Agree 90 60.0 75.0 100.0 
               Total 120 80.0 100.0  
Missing   System 30 20.0   
               Total 150 100.0   
Source: Author’s field survey 2010 
Table 2.5 shows that 25% respondents strongly disagreed that government give adequate attention to 
pollution while 75% respondents strongly agreed that government give adequate attention to pollution. 
 
 
Table 2.6: Q6 – My organization takes measure to control industrial pollution. 
 Frequency Percent Valid Percent Cumulative Percent 
Valid       Agree   10   6.7   8.3     8.3 
               Strongly Agree 110 73.3 91.7 100.0 
               Total 120 80.0 100.0  
Missing   System 30 20.0   
               Total 150 100.0   
Source: Author’s field survey 2010 
Table 2.6 shows that all respondents agreed that their organization take necessary measures to control 
industrial pollution.  This is 100%. 
Table 2.7: Q7 – There is relationship between green marketing and industrial problem. 
 Frequency Percent Valid Percent Cumulative Percent 
Valid       Agree   12   8.0   10.0   10.0 
               Strongly Agree 108 72.0   90.0 100.0 
               Total 120 80.0 100.0  
Missing   System 30 20.0   
               Total 150 100.0   
Source: Author’s field survey 2010 
Table 2.7 shows that all the respondents agreed that there is a relationship between green marketing and 
industrial pollution.  This is 100%. 
Table 3:  Responses through location 
Table 3.1: Q1 - Industrial activities of my organization affects the environment. 
 LOCATION  
 OLUYOLE NEW IFE 
ROAD 
TOTAL 
Q1    STRONGLY  DISAGREE         Count 0 6 6 
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                                                         % within Q1 .0% 100.0% 100.0% 
DISAGREE                           Count 
                                                        % within Q1 
0 
.0% 
4 
100.0% 
4 
100.0% 
AGREE                                 Count 
                                                          % within Q1 
20 
66.7% 
10 
33.3% 
30 
100.0% 
            STRONGLY AGREE              Count 
 
60 
75.0% 
20 
25.0% 
80 
100.0% 
Total                                       Count 
                                                         % within Q1 
80 
66.7% 
40 
33.3% 
120 
100.0% 
Source: Author’s field survey 2010 
Table 3.1 shows that only ten respondents from New Ife Road disagreed that their industrial activities affect 
the environment while none respondent from Oluyole disagree.  All the respondents from Oluyole 
Industrial area agreed that their industrial activities affect the environment while 30 respondents from New 
Ife Road agreed to the question.  There was a significant difference in respondents from the two locations. 
Table 3.2: Q2 - Industrial pollution has impact on organization. 
 LOCATION  
 OLUYOLE NEW IFE 
ROAD 
TOTAL 
Q2       AGREE                                 Count 
                                                % within  
10 
50.0% 
10 
50.0% 
20 
100.0% 
STRONGLY AGREE          Count 
                                                      % within Q2 
70 
70.0% 
30 
30.0% 
100 
100.0% 
Total                                  Count 
                                                      % within Q2 
80 
66.7% 
40 
33.3% 
120 
100.0% 
Source: Author’s field survey 2010 
Table 3.2 shows that all (100%) the respondents in the two locations agreed that industrial pollution have 
impact in organization.  There were no significant differences in the two locations. 
Table 3.3: Q3 – Adequate attention is given to industrial pollution on monthly basis. 
 LOCATION  
 OLUYOLE NEW IFE 
ROAD 
TOTAL 
Q3      AGREE                               Count 
                                                 % within Q3 
5 
33.3% 
10 
66.7% 
15 
100.0% 
           STRONGLY AGREE           Count                                 
                                                   % within Q3 
75
71.4% 
30 
28.6% 
105 
100.0% 
           Total                                     Count  
                                                   % within Q3                     
80 
66.7% 
40 
33.3% 
120 
100.0% 
Source: Author’s field survey 2010 
The table shows that all the respondents in the two locations agreed that adequate attention is given to 
industrial pollution on monthly basis.  This is 100%. There were no significant differences in the two 
locations. 
Table 3.4: Q4 – Adequate attention is given to industrial pollution in my organization. 
 LOCATION  
AGREE                                 Count 
% within Q4 
OLUYOLE NEW IFE 
ROAD 
TOTAL 
STRONGLY AGREE             Count 
% within Q4 
10 
50.0% 
10 
50.0% 
20 
100.0% 
Total                                       Count 
% within Q4 
70 
70.0% 
30 
30.0% 
100 
100.0% 
 80 
66.7% 
40 
33.3% 
120 
100.0% 
Source: Author’s field survey 2010 
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The above table shows that all the respondents in the two locations agreed that adequate attention is given 
to industrial pollution their organizations.  This is 100%.  There were no significant differences in the two 
locations. 
Table 3.5: Q5 – Adequate attention is given to industrial pollution by the government. 
 LOCATION  
 OLUYOLE NEW IFE 
ROAD 
TOTAL 
Q5    DISAGREE                                Count 
                                                           % within 
Q5 
10 
50.0% 
10 
50.0% 
20 
100.0% 
          AGREE                                     Count 
                                                          % within Q5 
10 
100.0% 
0 
.0% 
10 
100.0% 
Strongly Agree                       Count 
                                                           % within 
Q5 
60 
66.7% 
30 
33.3% 
90 
100.0% 
           Total                                         Count 
                                                           % within 
Q5 
80 
66.7% 
40 
33.3% 
120 
100.0% 
Source: Author’s field survey 2010 
The table above shows that 10 respondents each from the two locations disagreed that adequate attention is 
given to industrial pollution by the government which is 16.7%. The respondents in the two locations 
strongly agreed that government give adequate attention to industrial pollution which is 83.3%.  There were 
no significant differences in the two locations. 
Table 3.6: Q6 – My organization takes measure to control industrial pollution. 
 LOCATION  
 OLUYOLE NEW IFE 
ROAD 
TOTAL 
Q6       AGREE                                 Count 
                                                       % within Q6 
0 
.0% 
10 
100.0% 
10 
100.0% 
STRONGLY AGREE             Count 
                                                          % within Q6 
80 
72.7% 
30 
27.3% 
110 
100.0% 
Total                                       Count 
                                                         % within Q6 
80 
66.7% 
40 
33.3% 
120 
100.0% 
Source: Author’s field survey 2010 
The above table shows that all the respondents strongly agreed that their organizations take adequate 
measure to control industrial pollution. There were no significant differences in the two locations. 
Table 3.7: Q7 – There is relationship between green marketing and industrial pollution. 
 LOCATION  
 OLUYOLE NEW IFE 
ROAD 
TOTAL 
Q7       AGREE                                 Count 
                                                      % within Q7 
2 
16.7% 
10 
83.3% 
12 
100.0% 
STRONGLY AGREE             Count 
                                                         % within Q7 
78 
72.2% 
30 
27.8% 
108 
100.0% 
Total                                       Count 
                                                          % within Q7 
80 
66.7% 
40 
33.3% 
120 
100.0% 
Source: Author’s field survey 2010 
The table above shows that all the respondents strongly agreed that there is strong relationship between 
green marketing and industrial pollution.  There were no significant differences in the two locations. 
Discussion of Findings 
The main objective of this study is to establish the roles of government and private organizations in 
environmental sustainability in Nigeria.  The results of this study have confirmed to some extent that 
industrial activities affect the environment.  The result also confirmed that adequate attention is given to 
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industrial pollution at various business organizations.  It was also confirmed that government give 
inadequate attention to industrial pollution while all respondents confirmed that relationship exists between 
green marketing and industrial pollution in Nigeria. 
Conclusions and Recommendation 
Green marketing is based on the premise that businesses have a responsibility to satisfy human needs and 
desires while preserving the integrity of the natural environment (www.inseadedu/Management-courses).  
The results of this study revealed that industrial activities affect the environment and that adequate attention 
is given to industrial pollution by industrial organizations.  It is also revealed that governments at the three 
tier level give inadequate attention to industrial pollution.  It is also concluded that there is relationship 
between green marketing and industrial pollution in Nigeria.   
The following recommendations are made: 
• There is the need by government at all levels to ensure environmentally sound waste management 
including elimination of litter on Nigerian streets and provide basic sanitation. 
• There is the need to minimize waste generated at all levels to ensure clean and environmentally 
sound approach which will reduce the volume of wastes destined for disposal particularly in the 
face of increasing population and the concomitant value attached to land.  
• There is the need by the government to control chemical hazards through pollution prevention, 
emission inventories, product labeling for safe handling of consumers. 
• Environmental audits of existing industries should be carried out by government to improve 
hazardous waste management. 
• Industries should give proper consideration to pollution that may be caused during manufacturing 
or as post-consumer wastes. 
• There should be consumer education about environmental implication of different materials and 
process of manufacturing companies. 
• Government should encourage industries to produce bio-degradable packaging materials. 
• Government should devote reasonable amount of the budget to addressing municipal solid waste 
management and ensure safe and healthy environment. 
• Government should provide sound collection, handling, transportation and disposal of 
environmental waste.   
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ABSTRACT 
This paper examines the activities, operations and achievements of Borno State Poverty Alleviation 
Programmes under the present administration of Governor Kashim Shettima. Several relevant authorities 
concerned were consulted to get the required information. Those consulted include: staff of Borno State 
Ministry of Poverty Alleviation, Ministry of Agriculture and Natural Resources, programme vital dossier 
on the activities of youth job creation and empowerment. Other sources contacted on the programme were 
the  Borno Radio Television (BRTV) and Nigeria Television Authority, Maiduguri (NTA) news 
propaganda on the activities and achievements of the Borno State Poverty Alleviation Schemes as well as 
trainees (employed youths under the programme). The study, however, incorporated several related 
literature and empirical studies to complement the work. The finding of the study strongly endorsed the 
paper hypothesis and claims effectiveness of the Borno State Poverty Alleviation Programme towards job 
creation and youth empowerment as undisputable. Therefore, the programme is a success and serves as a 
role model to other sister states to emulate. The researcher however, made some suggestions of how to 
maintain the existing tempo of success and achievements for year to come.  
 
Introduction 
Reflections on decades of practically widespread poverty amongst youth, according to the World 
Bank, International Monetary Fund (IMF), United Nation Development Programme (UNDP) and other 
related Non Governmental Organizations report on the status of poverty in Nigeria is highly traumatizing 
and alarming. The situation further aggravated recently to become one of the major challenges facing 
Nigeria is its continuing vigorous population growth and poor economic prospects which prevent it from 
meeting the increased needs of its people. However, the study observes that structural weakness and 
extremely limited diversification of the economies prevent job creation in sufficient number to absorb the 
growing annual young entrants into the labour market. Thus, the same identified Non Governmental 
Organization reports that about 70% of Nigerians wallow in absolute poverty (Tafida, 2012). Nigeria was 
also ranked 139 out of the 157 countries on the human poverty index out of the 108 developing countries, 
Nigeria was also ranked 80th. (UNDP, 2007).Similarly,NEEDS(2005) reported that out of 6 of every 10 
Nigerians live on less than one dollar a day. 
This alarming poverty profile in Nigeria contradicts the abundant natural resources which the 
country has been endowed with. In view of that, different programmes have been put in place in Nigeria by 
different administrations to reduce poverty to the barest minimum. Some of these programmes were 
Directorate for Foods, Roads and Rural Infrastructural (DEFRI), 1986), National Directorate for 
Employment (NDE), 1986), Better Life For Rural Women Programme (BLP), 1987), People’s Bank of 
